As an action to achieve this, way back in 1972, it persuaded

several marathoners to wear Nike shoes during the Olympic trials
in Eugene, Oregon. When some of the runners made the cut,
Nike ran an advertising campaign saying: “Nikes were worn by
four of the top seven finishers.”

Nike is a perfect example of a well-defined brand:
“athletic shoes for winners.”

Just lacing up a pair of Nike cross trainers inspires some people
to go out and, metaphorically, crush the competition.

The key idea is that Nike wants you to outrun the pack, nail the
three-pointer at the buzzer, hit the winning six, sink the killer putt
and fulfil your personal potential in every way — on and off the
athletic field.

The brand’s desired attributes are reflected in every way its
products are represented. Be it in the tone and manner of its ads
or its personal representatives, such as Carl Lewis, Ricky Ponting
or Tiger Woods, the message is clear - active, inspired, intense,
energised: equals a winner.
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Like Nike, you can do the same for your fitness centre or business.

As we all know from first-hand experience, when you really like,
enjoy or just ‘get into’ a brand then you continue to choose or buy
that brand and, importantly, you ‘tune-out’ competitive messages
because they carry no meaning or benefit for you.

Likewise, loyal customers keep coming back, increasing your
profit margins.

You can command higher prices for the same product as your
competitors’ because your customers derive added benefits from
a brand they know and trust.

Your business can stand out from the competition, imbued
with special qualities that are carried by, and associated with,
that brand.

When you have a brand, your customers feel enriched through
their association with your brand. They feel proud and gain a
sense of self-esteem when recommending what they see as
‘their’ brand to others.

When you have turned your business into a recognised and
sought afterbrand (even just within your local area), your brand
value appears financially as a tangible asset.

You’ll know exactly who your best and most profitable
customers are and where and how to find more just like them.
Your customers clearly understand why they choose your
gymnasium or fitness centre — as opposed to your competitors’
— and they value these reasons (and tell others)!

You can more easily ‘stretch’ your business offering with
extended services, products and/or even sub-brands that

will gain easier buy-in from your existing customers.

All staff (and, importantly, potential staff) fully understand your

brand’s positioning and ‘personality’ and bring it to life in all they

do. Your unique ‘brand essence’ and business DNA permeate
the business, its products, communications, personality and
its look and feel.

All communications (both internal and external) are disciplined,
integrated and consistent to maximise effectiveness and
relevance for each customer at every point of contact.

‘ G
HOW TO BUILD YOUR BRAND INT(S) MARKETIN
FITNESS’ AND REAP THE REWARDS.

your pusiness will penefit

“tness instructor; :
o experts in the field.

gue fitness regime for
the guide for creating
have the answer to

fundamental pasics

Just li !
m seeking the advice of
And, just like you would plan a urlu
our marketing strategy 1S
you

fro

aclient, Y
our brand. You need to ensure :
. + call the ‘six

what we at BrandQues
for marketing success:
to say?

it to?

1. What do you need

2. Who do you need to say

itors?
you different from your competito

3. What makes

4. How can you supP o
it for maximum effect?

ort what you claim?

5. How can you say

b. When should you sa¥

i 2
if for maximum impact?

WE t t‘ e eSl ‘ rm the ‘ ur |dat0||

s 10 Se SIX qU ions (o] h (0] y

O| our mar g at g to d ve sa

et“ h e rive ‘es ar ld incy ease our
y . y

bUS‘ eSS a‘ue T he ar ISWelS H en a\SO bu“d our p\a' 1 to

ial customers.
: mers and potentia
i with customer
communicate

The ans

Any and all marketing investment delivers a cumulative and
compounding effect and return on your capital investment.

Your business, its people and products become better
understood as a result of your ‘brand awareness.’

Your business will become stronger and more resilient to
competitive attacks or brand challenges, while at the same time
your brand value builds equity in the business, which in turn
creates long-term value for owners and stakeholders.

All'in all, there’s hardly a better asset for your business
than strong branding.

Surprising as it might sound, marketing is often more about
discipline than it is about creativity.

One of the keys to successful marketing is the discipline required
for consistency — the consistency of your message,

the consistency of tone and appearance, and the consistency

of your brand’s personality.

This consistency needs to be reflected in EACH and EVERY piece
of communication you deliver — from websites to brochures, from
press advertising to external and public signage, from uniforms
to car signage, invoices and statements.

And, yes, even the consistency of your reception’s phone
message or answering service.

Consistency ranks right up at number one on the business
owner’s ‘Most Important Things to Remember’ list.

Too many businesses are marketed in contrasting ways — one day
they may speak one way about their business and on another day
they may speak and act quite differently.

Think of a businesses and its branding message just like people
and friendships — who wants to be friends with someone when
you don’t know what kind of mood they will be in one day to the
next? Or you’re not quite sure what they’re going to say next?
Or how they’re going to behave from one situation to the next?

It's a fact of life that when it comes to business (just like most
friends) we want to deal with people we can rely on, depend
on and trust in.

This is the power of the brand. Are you running a fitness
business or building a fitness brand?

For more information, contact BrandQuest on 1300 734 101. |
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